The rapid development of current markets justifies brands' need to constantly and innovatively modify their products in order to meet the needs and preferences of increasingly demanding consumers. Advertising companies' main objective for attaining leadership in their respective areas is to adjust these changes to suit consumers' preferences and necessities. In this context, a well-known company that deals in bottled water considered modifying some elements of its current containers. To minimize risk, a hall test was carried out on 100 consumers, in which the task of ascertaining consumer preferences using real stimuli and subsequent application of the conjoint algorithm on the data (quantitative research) was combined with personal interviews with consumers (qualitative research). The integration of quantitative and qualitative derived data was useful to show that the intuition of the people responsible for the brand or the creative aspect of advertising is not always accurate and can be completely different from the preferences of the final consumers.
INTRODUCTION
The unceasing evolution of consumer preferences and the constant innovation that characterizes the market justifies the need for brands to be dynamic by continually introducing new products (innovation). However, this innovation must be in accordance with consumers' needs and preferences, and in this sense, any new change should be strategically weighed and properly tested in the market to not only prevent subsequent rejection by the consumer but also make the most commercially *Corresponding author. E-mail: sdominique@ipca.pt. Tel: 00351912406755. Fax: 00351253812281. beneficial decision for the brand. For this, market research offers a diverse range of resources that provide useful information to aid decision making. When explaining consumer behavior, preferences have been gaining increasing importance compared to other individual variables such as values, needs, personalities, or cognitive styles. Therefore, it is very important to know the structure and configuration of these preferences if one is to explain and predict the behaviors and consequences of trading options.
In this context, Aguas de Mondariz Fuente del Val S.A. proposed changes in the current method of PET packaging and is aware that leadership in the bottled water market can also be influenced by such elements.
Specifically, the advertising agency considered it important to change the color, label, and bottle cap of their product and devised a proposal that could be tested by conjoint analysis and a hall test. In reality, these are the most relevant attributes of a bottle (Rocchi and Stefani, 2005; Mueller et al., 2009; Ares and Deliza, 2010) . However, we want to know which the preferred attributes' levels are.
THEORETICAL FRAMEWORK Innovation
Innovation tends to be a priority for firms to increase competitiveness and, ultimately, their profits. However, innovation requires important resources (Van de Ven, 1986) . In addition, innovation implies an increase of uncertainty and risk (Eisenhardt and Martín, 2000) .
In this context, product brands use a set of packaging attributes (for example, colors, designs, shapes, etc.) in order to adjust products to consumers' needs and preferences (Nancarrow et al., 1998) .
This sense, packaging plays an important role in attracting consumer attention influencing consumer purchase decisions (McDaniel and Baker, 1977) . Therefore, every single element of a package has to be combined in the right way in order to attract consumers to a product of specific brand (McNeal and Ji, 2003) . Some of the most important elements of a product package are shape and color (Hutching, 2003; Ampuero and Villa, 2006; Marshall et al., 2006) . Therefore, the value of packaging design and the use of packaging as a vehicle for branding are growing (Rettie and Brewer, 2000) . If we consider that about 73% of purchase decisions are made at the point of sale, packaging design is a crucial element (Connolly and Davidson, 1996) . According to Underwood et al. (2001) and Silayoi and Speece (2004) , consumers tend to perceive products of low quality the one that are presented with packages of low quality, so there is a transfer process between both elements (the product and the package).
However, there are not many works that identify the ideal color of a water bottle, the ideal type of label and the ideal color of the cap. This is the gap that this work intends to cover.
Conjoint analysis
Conjoint analysis is a simple, powerful, and flexible multivariate technique for evaluating and analyzing consumer preferences regarding products or services (Picón et al., 2006; Braña and Varela, 1996; Varela et al., 2003) . In this context, conjoint analysis is a methodology that has its origins in psychology and marketing. The first reference to this method was made in Luce and Tukey (1964) , followed by Wilkie and Pessemier (1973) , who talked about using multi-attribute models to analyze and understand consumer preferences (Varela and Braña, 1996; Picón et al., 2006; Ramírez, 2008) . Additionally, researchers' interest in this methodology has been growing in recent years, both in academia and business (Chakraborty et al., 2002; Chen et al., 2010; Feltrinelli and Molteni, 2004; Gates et al., 2000; Hatzinger and Mazanec, 2007; Keen et al., 2002; Klenosky et al., 2001; Montes et al., 2008; Picón et al., 2006; Ramirez, 2008; Sethuraman et al., 2005; Vag, 2007) . Multi-attribute models explain the manner in which consumers form their preferences. Preferences are created by consumers' perception, and the main goal of conjoint analysis is to estimate the value of each characteristic or attribute level that defines a product. It is possible to use these values to gauge the characteristics of consumer behavior. Additionally, compensatory models (Fishbein and Ajzen, 1975) are linked to multiattribute models, and the various attribute levels compensate each other. Disparate products can be preferred by consumers and have very similar global utilities, because their different attribute levels can act simultaneously in consumers' minds and perceptions.
Therefore, conjoint analysis can be termed a mixed methodology that combines the task of collecting qualitative data and applying a quantitative data analysis. In this sense, conjoint analysis becomes an ideal instrument to gauge the preferences of the test subjects. In the context of market research, conjoint analysis has been used to test new products, innovations on existing products, market segmentation, and the value of a brand, and to determine pricing policies (Gustafsson et al., 2000) .
METHODOLOGY Participants
The sample comprised 100 regular consumers of bottled water, of which 45% were male and 55% female. Moreover, half the sample lived in Santiago de Compostela and the other half in Vigo (Spain). Those consumers were recruited in supermarkets. Similarly, the sample was divided into two equal parts: 1) Regular clients of Mondariz. 2) Clients of other brands of bottled water.
Procedure
ACEMEU ®, a methodology that combines the experimental procedures used in conjoint analysis with personal interviews was used to conduct a hall test. This method is patented by the Research Center of Consumer and User Psychology. Department of the University of Santiago de Compostela (USC-PSICOM). In the hall test, the subjects' task was to be categorized, because of Transparent Previous Golden degree of preference and the bottles were presented to them (full profile management with real stimuli). We attempted to simulate as realistically as possible a common purchasing scenario, which in this case was a supermarket line. In this way, respondents could directly observe and handle the bottles.
To conduct personal interviews, we used a structured questionnaire designed specifically for this study that contained additional information provided indirectly by the conjoint analysis. In this sense, consumer preferences were evaluated by sorting the bottles, from the most preferred bottle to the least preferred bottle. Bottles were presented following a balanced random order (Johnson, 1987; Chrzan, 1994; Dominique-Ferreira et al., 2009 ).
Selection of attributes and attributes levels
The attributes or characteristics of the bottle that were considered for this study were (a) color, (b) label, and (c) bottle cap. The attribute levels are described in Table 1 . Therefore, almost all possible attributes of a bottle were considered, except shape.
Stimuli
From the 18 possible combinations (3 × 3 × 2 = 18), we used a fractional factorial design to select nine to perform the experimental task. Table 2 shows the stimuli that were used. Stimulus 6 shows the agency proposal on which the test is to be conducted-a dark blue bottle with a new transparent label and blue cap. Data were analyzed using SPSS 15.0.
RESULTS
The results presented first refer to the application of the conjoint analysis. Complementary results are provided by the personal interview.
Conjoint analysis
Note that the model fit can be considered statistically adequate (Kendall's Tau = 0.817, sig. = 0.001).
The results as shown in Figure 1 indicate, that the color of the bottle is the most important attribute (52.153%) for gauging consumer preferences, followed by the label (29.757%), and finally the cap (18.089%).
With regard to color, we can observe that light blue is the most attractive option among the total sample, judging by the great difference between the preference for light blue and the preference for the other two options. Both light blue and dark blue indicate global utility loss. However, there are differences between their attributes. While transparent goes almost unnoticed (U = -0.077), dark blue generates a significant rejection (U = -0.517) (Figure 2 ). With regard to the label, the most favored one is the new transparent one, although the previous one is also deemed attractive. The new opaque label, however, generates rejection and involves a great loss of overall utility (Figure 3) .
With regard to the cap, the blue one is preferred. The golden cap appears less attractive in the final packaging (Figure 4) .
In this way, we can describe the ideal package by taking into account the preferences of the total sample, that is, a light blue bottle with a transparent label and blue cap.
The ideal package, as we can glean from the conjoint analysis, comprises two of the three baseline characteristics proposed by the advertising agency: the Dominique-Ferreira et al. 9099 transparent label and the blue cap but not the dark blue for the color of the bottle. While proposing dark blue generates immense reluctance, proposing light blue implies greater utility gain, which makes the latter alternative a more attractive option. As discussed before, through these partial utilities, we can determine the global utilities of any stimulus although this was not taken into account in the experimental task. Thus, the higher the overall utility of a particular stimulus is, the more attractive it will be to consumers. This simulation and segmentation allows us to determine the degree of preference of all packages for the different segments analyzed.
First, we calculated the overall utility for all 18 packages from the most preferred option to the least preferred one. From these global utilities, we estimated the gain or loss when changing a particular stimulus as a proportion of the maximum loss of utility (PMU), that is, the difference between the overall utility of the ideal stimulus (the most preferred) and the anti-ideal (least preferred) one. We called this index the variation attributed to the change (VAC), whose mathematical We calculated the VAC for all stimuli by referring to the current pack. Table 3 summarizes our results.
The previous pack (U = 5.347) is ranked 7 out of 18, indicating that there are only 6 alternatives involving a gain in attractiveness as compared to 11 involving a loss in attractiveness. On the other hand, opting for the package proposed by the agency (U = 4.973) leads to a loss of preference of approximately 17% from the previous bottle. Instead, opting for a light blue bottle, new transparent label, and blue cap (ideal U = 6.083) implies a gain of 34.57% of attractiveness as compared with the previous pack.
In this way, we checked whether the results obtained for the total sample were retained for the different segments considered. To do this, we used the VAC index to calculate the global utilities of the strategic bottles (ideal, previous, and agency proposal) and determined how it influenced the preferences of each segment when switching from one option to another.
As shown in Table 4 , the package proposed by the agency indicates a loss of preference for the previous pack in most segments, especially for Mondariz consumers and those over 50 years old. However, there are segments in which the proposal is deemed more attractive than the previous pack. The people in these segments are primarily users of other brands, primary or high school educated, and aged 25 to 35 years.
Conversely, if we opt for the ideal package instead of the previous one, we gain preference in all segments, especially for users of other brands and residents in Santiago de Compostela. Only for the over-50-years-old segment would this change mean a small loss of preference (around 5%).
The ideal package, compared with the agency proposal, shows a gain in preference for all segments analyzed, especially among consumers aged between 36 and 49 years and residents in Santiago de Compostela.
Personal interview
We asked what criterion was used by the subjects to categorize the bottles from most to least preferred. The results are shown in Figure 5 .
When the first mention and the total mentions are taken into account, the main responses are for color, followed by label, and finally cap. These results confirm the relative importance estimated by the conjoint analysis. Also noteworthy is the greater preference for light blue, which confirms the results obtained in the quantitative analysis. This preference was also observed when participants were directly asked about their choice of color ( Figure 6 ).
Finally, we determined the spontaneous associations that were generated for the dark and light blue colors (Figures 7 and 8) . As shown in Figure 7 , dark blue generally evokes negative associations such as cleaning products or murky water. By contrast, light blue usually evokes positive associations such as freshness, purity, or spring water.
DISCUSSION AND CONCLUSION
The current competitiveness that characterizes today's markets justifies the need for constant renewal and innovation on the part of business firms. However, change does not always guarantee success; therefore, it is necessary to use strategies that facilitate decision making so that firms can meet the needs and preferences of increasingly demanding consumers. In this sense, conjoint analysis is a very useful methodology for interesting conclusions at different levels. First, the color of the bottle is the most important attribute for consumers when they choose a bottle of water; on this criterion lies just over half the weight of the election (52.153%). The label is the next most important attribute, with an importance of 29.757%. Finally, the cap is the feature to which consumers give least importance (18.089%).
The estimate of utilities allows us to define the ideal packaging for consumers, which in this case is a light blue bottle with a transparent label and blue cap. This packaging matches the agency's proposal in two out of the three characteristics: the label and the cap but not the color of the bottle. The analysis suggests that one should opt for a lighter blue than that proposed by the agency.
The simulation analysis that we carried out by segments allowed us to ascertain whether this ideal package was the more attractive option for consumers as compared to the previous package and the agencyproposed one, regardless of gender, age, educational qualification, city of residence, or brand.
The qualitative data from the interview corroborate the estimates of the conjoint analysis, both in terms of the importance of the attributes and the most preferred attribute levels, especially with regard to color.
In conclusion, we state that while there was a trend toward preference for color in the mineral water industry, the results advise caution; we recommend introducing a moderate change in this direction: opting for a lighter blue than the color initially proposed by the agency.
This way, the results are similar to those obtained in other works (Rocchi and Stefani, 2005; Mueller et al., 2009; Ares and Deliza, 2010) .
LIMITATIONS AND FUTURE RESEARCH
We must bear in mind that we considered only three defining elements of the package (the color of the bottle, label, and cap). Despite having confirmed their importance in explaining preferences, we recommend introducing new elements such as shape or material of the bottle in future studies.
This study aimed to highlight the usefulness of a flexible and powerful methodology-the conjoint analysis-in market research by highlighting some of its
